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To: Supervisor Hilda SoIls, Chair MICHAEL D.ANTONOVICH

Supervisor Mark Ridley-Thomas Fifth District

Supervisor Sheila Kuehl
Supervisor Don Knabe
Supervisor Michael D. Antonovich

From: Sachi A. Ha
Chief ExecutivrOfficer

REPORT ON RECOMMENDATIONS FOR STATEGIES ON PUBLIC EDUCATION
AND OUTREACH REGARDING THE NEW MINIMUM WAGE LAW, WAGE THEFT
AND INFORMATION ON REMEDIES AVAILABLE TO VICTIMS OF WAGE THEFT
(ITEM NO. 4, AGENDA OF NOVEMBER 17, 2015)

On November 17, 2015, a motion by Supervisors Soils and Ridley-Thomas directed the
Chief Executive Officer (CEO) and the Director of Consumer and Business Affairs
(DCBA) to report back on: 1) recommendations for specific strategies that focus on
public education and outreach efforts that ensure to the greatest extent possible
culturally competent and linguistically appropriate communication for the full diversity of
County communities regarding the new minimum wage ordinance (MWO), the issue of
wage theft, and information on remedies available to victims of this crime; and 2) the
reasonable budget cost of such public education and outreach.

Summary

Education and outreach is an essential component of an effective wage enforcement
program. The DCBA has created a robust education and outreach campaign and
strategy using the tagline, “Honest Work, Fair Pay” The strategic objectives are to:
(1) raise awareness about the MWO; (2) educate employers to prevent violations of the
MWO; (3) educate employees about their rights under the MWO and; (4) inform
employees where they can receive assistance if they have been subjected to MWO
violations. The DCBA’s aim is to ensure that employers and employees understand
their rights and responsibilities under the new MWO. DCBA’s detailed plan is attached.

“To Enrich Lives Through Effective And Caring Service”

Please Conserve Paper — This Document and Copies are Two-Sided
Intra-County Correspondence Sent Electronically Only
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In addition, DCBA will partner with the CEO’s Countywide Communications team to
implement an aggressive media campaign to ensure culturally competent
communications and to reach a diverse audience.

Financing Requirements

The proposed education and outreach plan is estimated to cost $170,000. On
November 17, 2015, the Board approved $408,000 in fiscal year (FY) 2015-16 to
implement the County Wage Enforcement Program. This funding will allow DCBA to
expand existing programs, collaborate with business associations, other County
departments, and State and Federal wage enforcement agencies, and to develop a
request for proposal for the engagement of Community Based Organizations (CBO). Of
this amount, $100,000 was specifically set aside for contracting with CBOs in FY 2015-
16. However, we do not anticipate having a contract in place prior July 1, 2016. As a
result, DCBA has requested to re-purpose the $100,000 to finance a portion of the
education and outreach plan and our office concurs. DCBA has sufficient projected
current year savings to finance the remaining $70,000, so no new additional funding is
needed to implement this plan in the current fiscal year.

If you have any questions or need additional information, please contact me, or your
staff may contact Brian Stiger, Director, DCBA at (213) 974-9750 or via e-mail at
bstiqe r~dcba .1 a county. g ov.

SAH:JJ:SK
BM:kd

Attachments (2)

c: Executive Office, Board of Supervisors
Consumer and Business Affairs
County Counsel

U :\chron2Ol 5\Budget\Wage Enforcement Outreach Plan



ATTACHMENT I

REPORT ON WAGE THEFT ENFORCEMENT
EDUCATION AND OUTREACH PROGRAM

On November 17, 2015, a motion by Supervisors Soils and Ridley-Thomas directed the
Chief Executive Officer (CEO) and the Director of the Department of Consumer and
Business Affairs (DCBA) to report back to your Board with recommendations for specific
strategies to educate the public about the new minimum wage law and the issue of
wage theft. The motion called for outreach strategies that will ensure culturally
competent and linguistically appropriate communication to reach a diverse range of
communities. Additionally, the motion requested that the CEO and DCBA present a
budget to cover the costs for conducting public education and outreach efforts.

Proposed County Wage Enforcement Program Outreach Strategy

The DCBA has created a robust education and outreach campaign and strategy using
the tagline, “Honest Work, Fair Pay.” The strategic objectives are to:

(1) Raise awareness about the new minimum wage ordinance (MWO);
(2) Educate employers to prevent violations of the MWO;
(3) Educate employees about their rights under the MWO; and
(4) Inform employees where they can receive assistance if they have been

subjected to MWO violations.

We aim to ensure that employers and employees understand their rights and
responsibilities under the new MWO.

The DCBA is a trusted community resource for consumers, businesses, and
communities; therefore, we will develop campaign messaging that is informative, simple
and nonjudgmental that speaks to all constituencies.

Our outreach strategy will include the following components to reach a broad and
diverse audience of employees and employers:
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Ensuring Culturally Competent Communication and Reaching a Diverse Audience by
Partnering with Community-Based Organizations

In addition to conducting our own outreach efforts, the DCBA will contract with a
network of community-based organizations (CBO) that serve diverse communities and
industries. Since CBOs often have trusted relationships with the communities they
serve, they will play a vital role in helping us disseminate campaign materials, conduct
outreach and receive wage theft complaints. CBOs often assist specific ethnic
communities and industries. They employ staff who are culturally competent and can
help the department to ensure the campaign materials are linguistically appropriate.

The DCBA will work with CBO staff to ensure that messaging is uniform and consistent.
DCBA will create a streamlined referral process to allow CBO staff to submit complaints
on behalf of their clients. The department will also put contractual safeguards including
outcome metrics in place to ensure that CBOs perform the full scope of duties and are
accountable for the funds they receive.

County Partners

DCBA will identify points of contact where low wage workers and business owners
currently interact with County departments during the normal course of business. This
will give DCBA the opportunity to share collateral material about minimum wage

2
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compliance and wage enforcement in areas where our target population already uses
County services.

Suggested County departments and partners include:

• Public Social Services
• Child Support Services
• Parks and Recreation
• Public Library
• Treasurer and Tax Collector
• Public Health (free clinics)
• Housing Authority
• 211
• CEO Countywide Communications (public counters)
• CEO Office of Unincorporated Area Services (Community Connections

publication)
• Board of Supervisors District Offices

Partnerships with Federal and State Agencies

In addition to working with County departments, DCBA will also forge partnerships with
Federal and State agencies that regulate or have a nexus to wage and hour laws. This
includes the U.S. Department of Labor and the State of California Department of
Industrial Relations which houses the Labor Commissioner’s Office. These partner
agencies will assist with joint investigations, training opportunities, and serve as a
source for referring L.A. County constituents to our office for information and assistance.

Countywide Communications

The Chief Executive Office-Countywide Communications Unit serves as the County’s
central source of information for the public. The unit maintains the lacounty.gov website,
responds to public inquiries via telephone, e-mail and its public counter, serves as the
media liaison for the County and assists in the coordination and production of County
media. DCBA will partner with Countywide Communications to aid in amplifying our
message to reach a broad base of employees and businesses. With their assistance,
we will:

• Create a multilingual Public Service Announcements (PSA) that can be used on
multiple platforms (e.g. television, social media, website, etc.)

• Create posters using their graphic design resources
• Add a page on lacounty.gov with the address: lacounty.gov/minimumwage
• Coordinate a press conference for the launch of the minimum wage ordinance
• Develop a script for radio advertisements
• Disseminate press releases
• Secure interviews on the County Channel

3



ATTACHMENT I

Paid Advertising - Radio & Bus Cards

Purchasing radio air time is another strategy DCBA will use to reach our target
audience. Based on Nielsen ratings and audience demographics, we propose buying air
time on radio stations to operate a four week campaign.

Bus cards are advertisements that are used in the interior of a public transportation bus.
DCBA proposes purchasing bus card advertisements for LA Metropolitan Transportation
Authority (Metro) buses, Metrolink passenger rail cars, and Foothill Transit to help us
reach our target population and gain visibility in communities throughout the County.

Earned Media

Earned media is media in which the press voluntarily covers a topic of interest to their
audience. The DCBA will develop a strategy for pitching coverage of the new wage
enforcement program to local media outlets and newspaper publications to reach
employees and employers.

Social Media Campaign

DCBA will use all of its existing Facebook and Twitter accounts to share messages in
English and Spanish about the minimum wage law and wage enforcement program.
Market research indicates that Instagram is gaining popularity among American adults
who use the internet. New data from the Pew Research Center indicates that Instagram
has seen significant increase in every demographic group1. Therefore, the department
will launch an Instagram account in an effort to reach its target population.

Website Content

DCBA will work with the Internal Services Department to develop a new landing page
on its existing website. This new section will share: (1) content about the County’s
MWO; (2) compliance tips for employers and; (3) red flags for employees. The
department will also post quarterly enforcement statistics to serve as a deterrent to
would be violators. Our PSA will also be available on our website.

In addition to creating content for our own website, DCBA will work with Countywide
Communications to create a webpage on the Iacounty.gov website. This page will serve
as a referral to our department’s website.

Fair Pay Week in the County of Los Angeles

The department recommends that your Board designate a week in 2016 as Fair Pay
Week. This will create an additional opportunity to shed light on our wage enforcement
program and generate earned media for the issue.

1 Pew Research Center: Social Media Update 2014 http:J/www.pewinternetorg/2015/01/09/social-media-update-

2014/

4
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Community and Stakeholder Events

Prior to the July 1, 2016 implementation of the MWO, DCBA representatives will attend
business industry events, host a roundtable and seek speaking engagement
opportunities to educate the business community about the minimum wage law. We will
also share tips to avoid violating the law and committing wage theft offenses. These
events will afford us the opportunity to build relationships with the business community
and explain our new role under the ordinance.

Additionally, DCBA staff will conduct field visits to business owners to introduce the
DCBA, explain the wage enforcement program, share collateral materials, and seek
voluntary compliance.

After July 1, 2016, we will focus on attending and hosting events that are focused on
outreaching to low-wage workers who are likely to be impacted by the MWD. This
includes attending community events, giving presentations and hosting a press
conference.

5
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The L.A. County Department of Consumer and Business Affairs (DCBA) is tasked with developing an education and outreach
plan in response to the November 17, 2015 board motion to create a Wage Enforcement Program. The objectives of the
integrated plan are to create a campaign that will; (1) raise awareness about the new minimum wage law; (2) educate
employers to prevent wage theft violations; (3) teach employees about their rights in the workplace and; (4) encourage
employees to file a complaint with DCBA if they believe they’ve been victimized. DCBA’s strategy for executing a successful
education and outreach campaign will include the following components listed in this report.

Wage Theft in L.A. County
DCBA reviewed data and industry research from the UCLA Labor Center to
understand the prevalence of wage theft in L.A. County. Additionally, the
department reviewed studies from the National Employment Law Project, as
well as reports from local governments who already enforce minimum wage
laws such as the City & County of San Francisco, to assess best practices for
creating a successful campaign. Collectively, this research has helped DCBA
identify the industries most vulnerable to wage theft violations, understand
worker demographics, and create a multifaceted outreach campaign.

Most Common Wage Violations
in Los Angeles County Most Common Industries Experiencing Wage Theft

Not Paid The
Minimum

Wage
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Warehousing
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Not Receiving
Rest or Meal

Breaks

Not Paid For
Overtime

Working
Off-The-Clock

Garment Manufacturing Hotel Housekeeping

Domestic Service Home Health Care

Retail

Restaurant Services

Residential Construction

Food Production

Auto Repair Building Security

Car Washes Janitorial Services

Source: Wage Theft and Workplace Violations in Los Angeles, UCLA
Institute for Research on Labor and Employment, 2010



Key Demographics

Comparison of Ethnicities
Comparison of Ages Experiencing Wage Violations in L.A. County Experiencing Violations in L.A. County

LATIN OS
ASIANS

• . 28.9% BLACKS

~ * Ages 18-25 WHITE?
OTHER

24.6%
Ages 26-35

4,
22.6%

Ages 36-45 2.3%

73.4%
• • 23.9% 6.3%
* Ages46+

Source: Wage Theft and Workplace Violations in Los Angeles, UCLA 1 7.9%
Institute for Research on Labor and Employment, 2010

To 5 oreignL ua s i~ ken ~6OO 000
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Occur Each
S anish 3,678,805 Armenian 171,484

Korean183483 Week in
Chinese 354,501 Ta’alo’ 227,733

L.A. CountySource: Language Spoken at Home by Ability to Speak English for the Population 5 Years and Over,
2010-2014 American Community Survey 5-Year Estimates, U.S. Census Bureau

Source: November 17, 2015 Wage Enforcement Board Motion



Key messaging will be developed in order to

target micro and broad audiences. DCBA

understands that these materials will need to

reach multicultural and low-wage groups,

which are predominantly affected by wage

theft. These messages and the tagline “Honest

Work, Fair Pay”will be used over the 4-week

saturation period, initiated by the launch of the

campaign and over the life of the campaign.

Messaging may assume many formats such

as marketing collateral (end-user materials)

or broadcasted content. The objectives of the

developed content will be to create awareness

of the enforcement program, provide

educational content, and uphold DCBA/L.A.

County values. Messages may be executed in

the following formats:

Fact Sheets FAQs

Website Content QR Codes Public Service Integrated Approach
Announcements

Content and messaging will
PowerPoint B d Ad Employee? Employer be used across various
resen a ions Os ers formats and platforms.

0 Lot

I

Low-Wage Workers

Multicultural
Audiences

Countywide
Stakeholders

Trade Schools

Community-Based
Organizations

PROG RAM
TARGETED
AUDIENCES

Employersl
Businesses

General Market
Audiences

Industry
Influencers

LOSANGELES COUNTY

CONSUMER &
BUSINESS AFFAIRS

Wage Enforcement Program
(Program Name)

Brochures

Honest Work,
Fair Pay

(Tagline)

Print Ads Email Notifications Social Media



Sample Marketing Collateral

Collateral will be disseminated through
dedicated campaign events, online
access, L.A. County departments, and
presentations. Printed materials will
promote D~BA’s website through QR
(odes and website URLs.

Srs,rth

DCBA.LACOUNTY.GOV WEBSITE
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Featured content will be posted on a L.A. County vanity
web page and the DCBA website, which have more than
662K unique visitors combinedper month.
Source: (ompete.com and Google Analytics, 2015
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Social Media

Media Relations and Ads

I

Growing Power of Instagram: Percent of
Internet Users Who Use Each Social Media Site,

By Race And Ethnicity

Facebook

~ Instagram
•~ Twitter 2
i~ Pinterest 21

Linkedln 18

Source: Social Media Preferences Vary By Race And
Ethnicity Article, Pew Research Center 2015

DCBA will conduct media outreach and place ads in general and multicultural markets in order to reach targeted businesses and workers. With the help
of Countywide Communications, DCBA will leverage earned media (free publicity) in order to circulate messages across platforms to all audiences.

@LAC0untyDCBA
@LACoConsumidor

@LACoSmaIIBiz

34

• Existing DCBATwitter and Facebook
accounts will be used to post campaign
information.
• DCBA will leverage current social media
audiences to create a foundation for a new
Instagram page.
• Each social media platform allows DCBA to
reach different geographic locations,
ethnicities, and socioeconomic backgrounds.

Instagram At A Glance

• Second most popular social media platform
among Latinos and African Americans
• Over 300 million active users
• Provides a visual and emotional tie to
wage theft content that can be shared with
other users

LACountyDCBA

38
67

73

71

U

12
28

21

£
32

29

~~I•

S
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Public Service
Announcement Interviews

Media Pitching

Press Conferences

Editorials/Op-Eds



Outdoor - TransitMedia

DCBA suggests purchasing
interior bus and rail
advertisements through local
transit systems in order to
reach low-wage workers who

__________ use public transportation to
_________ commute to work. DCBA

will target routes or rider
boarding locations where
the ridership aligns with our
target audiences.

Source: Top Line Ratings 2015 Released 11-24-15,
The Nielsen Company

Top HispankMarketMedia _____ Foothill T,anBlt

EIcIasIIIc~i~
univislon

7
TE LE M U N DO

___ ~4-~ W ~Hti1
•I:!t ~. El r~I~

KS C I — TV World Journa

Source: Arbitron Releases Results of Survey of Chinese Language
Radio Listening in New York and Los Angeles, Business Wire, 2005
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Securing paid advertising and earned media is a critical component of our education and

outreach campaign strategy. The pervasiveness of wage theft is so great that it necessitates

the department using various media outlets to spread campaign messages. Since we are in

one of the nation’s largest media markets, we have the opportunity to reach diverse

audiences and therefore increase the breadth and effectiveness of our campaign. The DCBA

has identified media outlets that serve our target audience and those that have the highest

ratings in Los Angeles County according Nielsen and Arbitron ratings:

Top GeneralMarketMedia
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923 IIio6U~II

102.7
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Los Angeles times
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10Z5

Top Asian MarketMedia
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Source: lath Annual Hispanic Fact Pack, AdAge.com 2013
Top Line Ratings 2015 Released 11-24-15, The Nielsen Company

METRDLINK

Metro

~ ~

‘I
.1~I -~

~d ____



r Events

I

DCBA will continually seek opportunities and partnerships to reach campaign target audiences and diverse communities.
DCBA will coordinate and attend campaign specific press conferences, roundtables, panels, community presentations, and
business industry specific events. However, this will be in addition to the regularly scheduled DCBA events throughout the
calendar year. These events will also be used to present and share campaign information.

Fair Pay Week: In partnership with the L.A. County Board of Supervisors, DCBA recommends designating a Fair Pay Week in
the County of Los Angeles. This will create an additional opportunity to shed light on our wage enforcement program and
generate earned media for DCBA.

COUNTY OY LO~ ANGELYS

~usii~éss i~dustry. Events

-~

Community Presentations/Panels

~ Business Outreach

Chambers of
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Employeesl
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Industry
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DCBA Small
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DCBA Small
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Commission
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r In-County Resources

I’

DCBA will use resources and partnerships within the County to ensure campaign visibility. These partnerships will leverage
existing audiences, which will facilitate public access of program information. Whether it is utilizing these departments to
distribute marketing collateral or to contribute to the coordination of a event, they will serve as another referral to DCBA
services and as another source of feedback from campaign stakeholders and audiences.

c~ o~ Los ANGRfS
Public Health

/

\c~J
CEO, Office of Unincorporated

AreaSen’ices

P Additional Partnerships

Community-Based
Organizations

DCBA will contract with community-based
organizations to help conduct community
outreach. Their help will be essential in
educating hard-to-reach communities and
ensuring that our campaign materials are
culturally competent and linguistically
appropriate.

,~-,, !.

~ y

Federal and State
Agencies

DCBA will also forge partnerships with
Federal and State agencies that have a nexus
to minimum wage issues. This includes the
U.S. Department of Labor and the State of
California Department of Industrial Relations
which houses the Labor Commissioner’s
Office. Each of these agencies can serve
as a source for referring L.A. County
constituents to our office for information
and assistance.

Couoty of Las ~ogefrs
Child Support Services Department

CEO, Countywide
Communications

County
Library

Executive Office ofthe
Board ofSupen’isors

•.e• Help Starts Hess



Timeline
Social Media
Teaser content will begin in Phase 2 on existing platforms, while the
Instagram launch and publishing of campaign content will begin in Phase 3

Media Outreach and Advertisements
Coordination and execution of ads, earned
media and PSAs will begin in Phase 2.

[~1 EventsBusiness events will begin in Phase 2, whiLe community events will begin in
Phase 3. Thereafter their respective Launch phases, both will be ongoing.

c>~ Business Outreach
c~~’ Trade and industry meetings, business events and partnerships will begin

in Phase 2 and will continue throughout the life of the program.

~ Community-Based Organizations
~ Contracting will begin in Phase 1 and execution will begin in Phase. ~

In-County Resources
Outreach will be conducted through continuous partner’ship~ ~ith departments, while collaboration
with Countywide Communications will be on a as-needed~ basis.

Content Development
Development and production of marketing
collateral and ads be ins in Phase 1.

*4Week
Saturation

ase
(Development Phase)

has.~
(Outreach Phase)

• se
(Kick-Off Phase)

:...

*4~Week Saturation wilL begin during the kick-off phase and
signifies that all marketing and outreach components are active.
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To: Supervisor Hilda Solis, Chair Fifth District

Supervisor Mark Ridley-Thomas
Supervisor Sheila Kuehi
Supervisor Don Knabe
Supervisor Michael D. Antonovich

From: Sachi A. Ha4~t~
Chief Executi~ Officer

WAGE ENFORCEMENT PROGRAM IMPLEMENTATION: QUARTERLY REPORT #1
(ITEM NO. 4, AGENDA OF NOVEMBER 17, 2015)

On November 17, 2015, a motion by Supervisors Solis and Ridley-Thomas directed the
Chief Executive Officer (CEO) and the Director of Consumer and Business Affairs
(DCBA) to report back on a quarterly basis on the Wage Enforcement Program
regarding the progress made in hiring program staff and establishing program
operations in an accessible, furnished and convenient location by July 1, 2016. This is
the initial quarterly report to your Board.

Sum mary

County funding for the Wage Enforcement Program began on January 1, 2016, to
enable the County to prepare for full program implementation on July 1, 2016, when the
first rate increase takes effect from the new minimum wage ordinance. The ordinance
initially raises the minimum wage in the unincorporated areas of Los Angeles County to
$1 0.50 per hour for businesses with 26 employees or more.

DCBA has already begun work on the Wage Enforcement Program and has made
significant progress in a short period of time.

“To Enrich Lives Through Effective And Caring Service”

SACHI A. HAMAT
Chief Executive Officer

Please Conserve Paper — This Document and Copies are Two-Sided
Intra-County Correspondence Sent Electronically Only



Each Supervisor
January 15, 2016
Page 2

Staffing, Operations, and Location

DCBA has established a Wage Enforcement transition team that includes a Chief,
Consumer Affairs Representative, Consumer Affairs Specialist, three Consumer Affairs
Representatives, and representatives from the department’s Education and Outreach
Unit. The transition team is already working together in advance of hiring new staff for
the program.

The transition team has begun developing program procedures and has initiated
outreach planning. A copy of the department’s proposed Education and Outreach
Campaign was submitted to your Board on December 23, 2015. The department has
also begun meeting with key partners such as the U.S. Department of Labor and the
California Labor Commissioner. These meetings will assist the County in developing
the Wage Enforcement Program.

CEO and DCBA have already begun working together to identify a convenient and
accessible office location for the Wage Enforcement Program.

Additional work on the Wage Enforcement Program including a Wage Enforcement
Ordinance, feasibility of expanding business licensing requirements, recommendations
on related legislation, and the plan for obtaining stakeholder feedback will be addressed
in separate future reports.

The next quarterly report to your Board on the Wage Enforcement Program
implementation will be submitted in April 2016.

If you have any questions or need additional information, please contact me, or your
staff may contact Brian Stiger, Director, DCBA at (213) 974-9750 or via e-mail at
bstiqer(~dcba.lacounty.qov.

SAH:JJ:SK
KS:alc

c: Executive Office, Board of Supervisors
Consumer and Business Affairs
County Counsel
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Supervisor Mark Ridley-Thomas
Supervisor Sheila Kuehi
Supervisor Don Knabe
Supervisor Michael D. Antonovich

From: Sachi A. H
Chief Executi’~W’~Officer

WAGE ENFORCEMENT PROGRAM IMPLEMENTATION: QUARTERLY REPORT #2
(ITEM NO. 4, AGENDA OF NOVEMBER 17, 2015)

On November 17, 2015, your Board approved a motion by Supervisors Soils and
Ridley-Thomas directing the Chief Executive Officer (CEO) and the Director of
Consumer and Business Affairs (DCBA) to report back on a quarterly basis on the
Wage Enforcement Program regarding the progress made in hiring program staff and
estabiishing program operations in an accessible, furnished, and convenient location by
July 1, 2016. The first quarterly report was submitted to your Board on January 15,
2016. This is the second quarterly report.

Summary

County funding for the Wage Enforcement Program began on January 1, 2016 to
enable the County to prepare for full program impiementation on July 1, 2016, when the
first rate increase takes effect from the new minimum wage ordinance. The ordinance
initially raises the minimum wage in the unincorporated areas of Los Angeles County to
$10.50 per hour for businesses with 26 employees or more. This report provides an
update on Wage Enforcement staffing, operations, and location, It aiso includes an
update on other County reports related to Wage Enforcement.
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Staffing and Operations

DCBA has established a Wage Enforcement transition team that includes a Chief,
Consumer Affairs Representative, Consumer Affairs Specialist, three Consumer Affairs
Representatives, and representatives from the department’s Education and Outreach
Unit. The transition team has been working together and with outside partners in
advance of hiring new staff for the program. DCBA now has active exams or
certification lists for all of the positions allocated to the Wage Enforcement Program.
Hiring for the initial five Wage Enforcement positions is expected to be completed prior
to program implementation on July 1, 2016.

DCBA has engaged in significant collaboration with key partners such as the U.S.
Department of Labor, the California Labor Commissioner, and the City of Los Angeles.
DCBA has organized, or participated, in a variety of meetings, trainings, and public
events to prepare staff and the public for the implementation of the County’s minimum
wage. DCBA staff has also participated in ride-along trainings with enforcement
partners to identify best practices and align County enforcement procedures with the
most effective strategies utilized by other agencies. DCBA staff has developed the
initial draft of a procedure manual for the Wage Enforcement Program.

The Wage Enforcement Program will be ready to begin full operations when the
County’s minimum wage is implemented on July 1, 2016.

Location

While DCBA anticipates relocating the department’s headquarters to the Hall of
Records as early as the end of 2016, DCBA has identified the Kenneth Hahn Hall of
Administration - Room B-96 at 500 W. Temple St., Los Angeles, as the best available
temporary office location to launch the Wage Enforcement Program. Since DCBA was
utilizing all of their workstations at capacity in their existing Hall of Administration office
space, CEO worked with DCBA to identify additional space outside of the Hall of
Administration. In March 2016, DCBA staff opened a new satellite office at 222 S. Hill
Street, Los Angeles, in an existing County-leased space. This new location allowed the
DCBA to relocate existing staff and open up the necessary workspace for the Wage
Enforcement Program in the Hall of Administration.

Additional Reports

In separate reports to your Board, departments have provided updates on additional
work on the Wage Enforcement Program, including the County’s minimum wage
education and outreach campaign (CEO/DCBA), obtaining stakeholder feedback
(DCBA), the feasibility of expanding business licensing requirements (Treasurer and
Tax Collector), recommendations on related legislation and its impact on the County’s
wage enforcement authority (CEO), and a Wage Enforcement Ordinance (County
Counsel).
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The next quarterly report to your Board on the Wage Enforcement Program
implementation will be submitted in July 2016.

If you have any questions or need additional information, please contact Brian Stiger,
Director of the Department of Consumer and Business Affairs, at (213) 974-9750, or via
e-mail at bstiqerc~dcba.lacounty.qov.

SAH:JJ:
SK:KS:alc

c: Executive Office, Board of Supervisors
Consumer and Business Affairs
County Counsel
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WAGE ENFORCEMENT PROGRAM IMPLEMENTATION: QUARTERLY REPORT #3
(ITEM NO. 4, AGENDA OF NOVEMBER 17, 2015)

On November 17, 2015, your Board approved a motion by Supervisors Solis and
Ridley-Thomas directing the Chief Executive Officer (CEO) and the Director of
Consumer and Business Affairs (DCBA) to report back on a quarterly basis on the
Wage Enforcement Program regarding the progress made in hiring program staff and
establishing program operations in an accessible, furnished and convenient location by
July 1, 2016. Previous quarterly report was submitted to your Board on January 15,
2016 and May 6, 2016. This is the third quarterly report.

Summary

County funding for the Wage Enforcement Program began on January 1, 2016 to
enable the County to prepare for full implementation of the program and conduct
outreach to employers in advance of the first wage increase. On July 1, 2016, the first
County minimum wage ordinance rate increase took effect and initially raised the
minimum wage in the unincorporated areas of Los Angeles County to $10.50 per hour
for businesses with 26 employees or more. This report provides an update on DCBA’s
Wage Enforcement staffing, operations, and location. The report also includes a review
of recent board actions relating to wage enforcement and details on upcoming quarterly
reports.
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Staffing and Operations

The Wage Enforcement Program was fully staffed and began operations on schedule
when the County’s minimum wage was implemented on July 1, 2016.

Your Board approved six positions for DCBA’s Wage Enforcement Program in the
FY 2016-17 budget. Funding for five additional positions was placed in a Provisional
Funding Unit (PFU) account so it will be available if workload demonstrates the need for
additional positions. The current program staffing includes positions DCBA has
temporarily assigned to the Wage Enforcement Program from within their department to
assist with the initial program implementation. DCBA’s Wage Enforcement team
currently includes the following positions:

• Chief, Consumer Affairs Representative;
• Management Fellow;
• Consumer Affairs Supervisor;
• Consumer Affairs Representatives (3);
• Employment Compliance Investigator; and
• Support from the department’s Education and Outreach Unit.

DCBA has engaged in extensive collaboration with key partners such as the U.S.
Department of Labor, the California Labor Commissioner, and the City of Los Angeles
to prepare for program implementation. DCBA has organized and participated in a
variety of meetings, trainings, and public events. DCBA has also completed substantial
research to identify best practices from other jurisdictions that have previously
implemented wage enforcement programs.

Prior to July 1, DCBA’s education and outreach staff launched a broad outreach
campaign to notify employers in the unincorporated areas about the increase in the
minimum wage. Outreach was conducted through public events, printed materials,
online information, traditional media, social media, and bus shelter signage. Now that
the new minimum wage rates have been implemented, DCBA’s on-going outreach to
employers and employees is continuing. DCBA’s outreach efforts will be enhanced by
the work of a dozen community-based organizations led by the Koreatown Immigrant
Workers Alliance who have contracted with the County to provide educational and
outreach services.
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Location

DCBA has launched the Wage Enforcement Program from their main office in the
Kenneth Hahn Hall of Administration - Room B-96 at 500 W. Temple St., Los Angeles.
Although the department anticipates relocating their main office to a new location in the
Hall of Records, the Hall of Administration office was currently the best available
temporary office location for launching the program.

Board Actions and Additional Reporting

On April 26, 2016, your Board adopted the County’s wage enforcement ordinance which
establishes the wage enforcement program, designates the Director of Consumer and
Business Affairs as administrator and enforcement officer of the program, requires
employers to provide notices and maintain records for qualifying employees, prohibits
retaliation against employees, and establishes fines and penalties for violations. On
June 21, 2016, your Board approved the Rules for the County’s minimum wage and
wage enforcement ordinances that provide the framework for the enforcement process
and penalties. Also on June 21, 2016, your Board approved the contract with
Koreatown Immigrant Workers Alliance for educational and outreach services related to
the County’s minimum wage.

This is the final pre-implementation quarterly report and completes part 6 of the Board’s
November 17, 2015 motion. The next quarterly report to your Board on the Wage
Enforcement Program will address post-implementation issues as requested in part 7 of
the motion. The issues addressed in the next report will include caseload trends,
workload, successes, and challenges. The next quarterly report will be submitted in
October 2016.

If you have any questions or need additional information, please contact Brian Stiger,
Director of the Department of Consumer and Business Affairs, at (213) 974-9750 or via
e-mail at bstiqer(~dcba.lacounty.qov.
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